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Abstract 
There are many high potential Creative Industries in Bandung, Indonesia. Some of them have well-known brands 
that have given prosperity to the entrepreneurs. Their business tends to be unique because they employ creative 
people with certain talent and skill. Unfortunately, their business managed by family members instead of by modern 
business system. They can only open branches when they have trusted family member to manage it. As a result their 
business can hardly been replicated. 
This paper presents preliminary study resulting from twelve Creative Industries in Bandung that have the 
potential to be developed and replicated. The research was conducted via questionnaires and analyzed using cross 
tabulation using SPSS to gain the characteristics needed by Creative Industry to be developed through strategy of 
replication. © 2012 Published by Elsevier Ltd. Selection and/or peer-review under responsibility of JIBES 
University, Jakarta. 
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1. Introduction 
Bandung has been known as a Creative City. Based on a survey conducted by Channel News Asia, one 
of the media in Singapore, Bandung was selected as the top 5 Creative Cities in Asia. Creative Industry 
e 
industries are not easy to be developed through replication strategy. 
Many Creative industries in Bandung have popular brands that have given prosperity to the 
entrepreneurs. Unfortunately many of their management  instead of 
business system  their business unsustainable. 
To develop the Creative Industry through replication strategy, we conduct a three-year doctoral 
research with the topic on development strategies for Creative Industries. At the first year we have studied 
twelve Creative Industries in Bandung. The purpose of this preliminary study is to identify characteristics 
of potential Creative Industry to be developed through strategy of replication. 
 
2. Material and Methodology 
An alternative to develop business is through franchising. According to IFBM (2007) a business can be 
franchised if they have the following conditions: 
1. Proven. The business has proven profitable. It has reached Break Even Point (BEP) and the 
entrepreneur has a complete knowledge on how the business operated. 
2. Unique. The product must be unique so that it is not easy to be imitated by the competitors. 
3. 
success can be duplicated by the franchisee. 
4. Transferable and transparent. The whole knowledge of the business should be transferable and 
transparent in terms of data exchange. 
 
The process that a company can become an established company, according to Abernathy & Utterback 
(1988), is through phases of fluid patterns, transitional patterns and specific patterns. Creative industry 
can be considered fluid pattern that should undergo transitional pattern phase to become sustainable. 
The characteristics of transitional patterns are: 
1. Competitive emphases on product variation. 
2. Innovation stimulated by opportunities created by expanding technical capability. 
3. Major process changes required by rising volume. 
4. Product line includes at least one product stable enough to have significant production volume. 
5. Production processes becoming more rigid with changes occurring in major steps. 
6. Some sub process automated, . 
7. Specialized materials may be demanded from some suppliers. 
8. General purpose plant with specialized sections. 
9. Organizational control through liaison relationships, project and task group. 
 
 Andriopolous & Gotsi (2000) found that creative industries need a strong research and development 
as a forum for originality, creativity and innovation. The employee should be supported by trainings to 
increase their capacity and they also should get the adequate facility support. 
Another thing which is also important for developing the creative industry according to Berere & 
Delabuyere (2011) is Property Rights. Meanwhile to ensure the quality of the product between branches 
required Quality Assurance. Quality Assurance is all planned and systematic activities implemented 
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within the quality system that can be demonstrated to provide confidence that a product or service will
fulfill requirement for quality (Cartin, 1999). While Service Quality has five dimensions, they  are
tangibility, reliability, responsiveness, assurance and empathy (Parasuraman, Berry & Zeithmal, 1985).
The research samples consist of twelve creative industries in Bandung, they are four samples in
culinary business, four samples in fashion business and four samples in craft business. The research is 
conducted through questionnaire with open questions to gain optimal information and has been
constructed by dichotomous measure (the answers are yes or no), two groups of questions were used: 
The data are analyzed by SPSS using cross tabulation
descriptive statistics. Cross tabulation is suitable to finds out relation between two variables (Sezer, 2009).
The core research variables are conducted by literature studies. There are twenty nine variables that
have been used. They are: Having financial report, having business license, having brand, having certain 
customer, the business has been operated more than 2 years, knowing competitor, has reached Break Even
Point (BEP) less than 1 year, the product has uniqueness, having something that cannot be imitated, 
having standards, having certain training, the procedure of production is easy to be transferred (IFBM, 
2007). Having career system, having personnel rules, having organization structure (Amstrong, 2003).
Having property rights (Berere & Delabuyere,2011). Product design done by certain people
(Andriopolous & Gotsi, 2000). Having product variation, stable product sales, having at least one product
with significant production volume, having certain materials, having certain production technology,
having automation in production process (Abernathy & Utterback, 1988). Having quality assurance,
having standards operational procedures (SOP), having system of control (Cartin, 1999). Having physical 
appearance standards, having customer service standards, receiving advice from the customer for product 
improvement (Parasuraman, Berry & Zeithmal, 1985). All of the variables are being crossed tabulation 
with the variable having branches.
3. Findings
3.1.
Participants Employees Sales per month
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3.2. The frequencies of Variables 
Table 1.  Frequencies of Variables 
Variables 
Fre- 
quency 
Count / 
Percent 
* Having Branches 
Total 
P-value 
Exact test) 
Not having 
branches 
Having 
branches 
1 
 
Having financial report Yes 
No 
6 
6 
50% 
50% 
1 
3 
16.7% 
50% 
5 
3 
83.3% 
50% 
6 
6 
100% 
100% 
0.545 
2 Having property rights 
 
Yes 
No 
8 
4 
67% 
33% 
1 
3 
12.5% 
75% 
7 
1 
87.5% 
25% 
8 
4 
100% 
100% 
0.067* 
3 Having business license Yes 
No 
8 
4 
67% 
33% 
1 
3 
12.5% 
75% 
7 
1 
87.5% 
25% 
8 
4 
100% 
100% 
0.067* 
4 Having brand Yes 
No 
9 
3 
75% 
25% 
1 
3 
11.1% 
100% 
8 
0 
88.9% 
0 
9 
3 
100% 
100% 
0.018** 
5 Having certain customer Yes 
No 
5 
7 
42% 
58% 
2 
2 
40% 
28.6% 
3 
5 
60% 
71.4% 
5 
7 
100% 
100% 
0.576 
6 The business has been 
operated more than 2 
years 
Yes 
No 
12 
0 
100% 
0% 
4 33.3% 8 66.7% 12 100% - 
7 Stable product sales Yes 
No 
11 
1 
92% 
8% 
3 
1 
27.3% 
100% 
8 72.7% 11 
1 
100% 
100% 
0.333 
 
8 Knowing competitor Yes 
No 
12 
0 
100% 
0% 
4 33.3% 8 66.7% 12 100% - 
9 Has reached Break Even 
Point (BEP) less than 1 
year 
Yes 
No 
9 
3 
75% 
25% 
1 
3 
11.1% 
100% 
8 
0 
88.9% 
0 
9 
3 
100% 
100% 
0.018** 
10 The product has 
uniqueness 
Yes 
No 
9 
3 
75% 
25% 
1 
3 
11.1% 
100% 
8 
0 
88.9% 
0 
9 
3 
100% 
100% 
0.018** 
11 Having something that 
cannot be imitated 
Yes 
No 
9 
3 
75% 
25% 
1 
3 
11.1% 
100% 
8 
0 
88.9% 
0 
9 
3 
100% 
100% 
0.018** 
12 Having standards Yes 
No 
8 
4 
67% 
33% 
1 
3 
12.5% 
75% 
7 
1 
87.5% 
25% 
8 
4 
100% 
100% 
0.067* 
13 Having certain training Yes 
No 
3 
9 
25% 
75% 
0 
4 
0 
44.4% 
3 
5 
100% 
55.6% 
3 
9 
100% 
100% 
0.255 
14 Having career system Yes 
No 
2 
10 
17% 
83% 
0 
4 
0 
40% 
2 
6 
100% 
60% 
2 
10 
100% 
100% 
0.515 
15 Having personnel rules Yes 
No 
5 
7 
42% 
58% 
0 
4 
0 
57.1% 
5 
3 
100% 
42.9% 
5 
7 
100% 
100% 
0.081* 
16 Having organization 
structure 
Yes 
No 
2 
10 
17% 
83% 
0 
4 
0 
40% 
2 
6 
100% 
60% 
2 
10 
100% 
100% 
0.515 
17 The procedure of 
production is easy to be 
transferred 
Yes 
No 
7 
5 
58% 
42% 
0 
4 
0 
80% 
7 
1 
100% 
20% 
7 
5 
100% 
100% 
0.01** 
18 Product design done by 
certain people 
Yes 
No 
4 
8 
33% 
67% 
0 
4 
0 
50% 
4 
4 
100% 
100% 
4 
8 
100% 
100% 
0.208 
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Variables 
Fre- 
quency 
Count / 
Percent 
* Having Branches 
Total 
P-value 
Exact test) 
Not having 
branches 
Having 
branches 
19 Having product variation Yes 
No 
11 
1 
92% 
8% 
3 
1 
27.3% 
100% 
8 
0 
72.7% 
0 
11 
1 
100% 
100% 
0.333 
20 Having at least one 
product with significant 
production volume 
Yes 
No 
11 
1 
92% 
8% 
3 
1 
27.3% 
100% 
8 
0 
72.7% 
0 
11 
1 
100% 
100% 
0.333 
21 Having certain materials Yes 
No 
9 
3 
75% 
25% 
3 
1 
33.3% 
33.3% 
6 
2 
66.7% 
66.7% 
9 
3 
100% 
100% 
1.000 
22 Having certain 
production technology 
Yes 
No 
2 
10 
17% 
83% 
0 
4 
0 
40% 
2 
6 
100% 
100% 
2 
10 
100% 
100% 
0.515 
23 Having automation in 
production process 
Yes 
No 
1 
11 
8% 
92% 
0 
4 
0 
36.4% 
1 
7 
100% 
63.6% 
1 
11 
100% 
100% 
1.000 
24 Having quality assurance Yes 
No 
8 
4 
67% 
33% 
1 
3 
12.5% 
75% 
7 
1 
87.5% 
25% 
8 
4 
100% 
100% 
0.067* 
25 Having standards 
operational procedures 
Yes 
No 
5 
7 
42% 
58% 
0 
4 
0% 
57.1% 
5 
3 
100% 
42.9% 
5 
7 
100% 
100% 
0.081* 
26 Having physical 
appearance standards 
Yes 
No 
6 
6 
50% 
50% 
0 
4 
0 
66.7% 
6 
2 
100% 
33.3% 
6 
6 
100% 
100% 
0.061* 
27 Having customer service 
standards 
Yes 
No 
5 
7 
42% 
58% 
1 
3 
20% 
42.9% 
4 
4 
80% 
5.1% 
5 
7 
100% 
100% 
0.576 
28 Having system of control  Yes 
No 
8 
4 
67% 
33% 
0 
4 
0 
100% 
8 
0 
100% 
0 
8 
4 
100% 
100% 
0.002*** 
29 Receiving advice from 
the customer for product 
improvement 
Yes 
No 
3 
9 
25% 
75% 
0 
4 
0 
33.3% 
3 
5 
100% 
55.6% 
3 
9 
100% 
100% 
0.491 
30 Having branches Yes 
No 
8 
4 
67% 
33% 
- - - - - - - 
 
Note:      *P-value < 0.1 
   **P-value <0.05 
 ***P-value<0.01 
4. Discussion and Conclusion 
The ability of creative industry that can be replicated is presented by the variable: having branches. To 
find out the characteristics needed by Creative Industry through strategy of replication that can be proved 
by the correlation between the fulfillment of creative industr variables and the 
branches they have. The correlation is 0,609 and significant level 0,036 (below 0.05). So the more 
capability to be replicated. 
The cross tabulation results consist of thirteen variables that have strong relationship with variable 
having branches, they are: having property right, having business license, having brand, has reached BEP 
less than 1 year, the product has uniqueness, having something that cannot be imitated, having standards, 
having personnel rules, the procedure of production is easy to be transferred, having quality assurance, 
having standard operational procedure, having physical appearance standards and having system of 
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control. These variables could be considered as characteristics of potential Creative Industries in Bandung 
to be developed through strategy of replication. 
According to Government of Indonesia regulation about franchise no. 16/1997, The requirements of 
franchisors are having a written information about their : business activity,  property right, business 
license, the requirement that should be fulfilled by the franchisee, facilities that will  provide to the 
franchisee, right and obligation between franchisor and franchisee, how to end, how to cancel or how to 
continue the franchising agreement. The Characteristics of potential Creative Industries in Bandung to be 
developed through strategy of replication can be considered as the additional requirement for franchising. 
This preliminary study has resulted a checklist to decide whether a creative industry ready to be 
replicated or not. This checklist should be examined with more samples, not only in Bandung, but also in 
other places in Indonesia. Moreover, it will be interesting if there is a similar research with different 
sector of Creative Industries. 
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